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IS YOUR BRAND ALIVEY -- IN THE HALLS OF IVY? 


Joe and Josephine College may knock down straight A's in class, but they're 
strictly non Phi Beta Kappas at identifying nationally advertised products. 


A recent survey, made by Gilbert's Youth |Research eerenacal ve revealed that 
brand familiarity among college students was lower v= han in 1947. 


"Based on the 1947 survey figures, ice éream com Tee drop in brand 
recognition, melting 8%. Men's suits fell off Th, ladies' hose slipped 5%, shoes 
wore down 4% and razor blades were cut 3%." 


It is significant that such heavily advertised products as autos, dentifrices, 
soaps and soft drinks, scored as high in 1951 as in the 1947 study. The survey 
proves that student loyalty can be earned and retained by strong and continuing 
promotion. The question, for manufacturers and retailers, is how to reach the 
student market? 


College Papers Good Medium 


Oné effective and inexpensive method of converting student tryers into re- 
gular buyers, is to make use of the medium that really influences Joe and Joseph- 
ine -- their college newspaper. 


There are dozens of schools claiming to have "the best football team" or 
"the finest marching band in the country." And, pride in the school paper is no 
less intense. It's purely an emotional reaction, of course. But this fierce 
loyalty can be cultivated to the advantage of those firms doing a consistent ad- 
vertising job in college newspapers. 


How ‘bout some facts and figgers? 


1. College students spend 37% more at retail than the 
average American. A student spends approximately 
$593.94 a year, and 2/3 of this, or $395.96 is spent 
while at school. 


2. College papers (that run national advertising) reach 
a combined registration of 1,637,115 students, many 


If you would like to use any of the material appearing in the Newsletter, 
> please feel free to do so. Credit would be appreciated. 
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Le of whom are buying necessities and luxuries for 
| the first time without help. So, the advertiser 
) who gits thar fustest, gits the mostest. 


How Effective? How Inexpensive? 


The average collegiate paper gets exceptional readership, with 91% of the 
student body reading it regularly; 71g, reading every issue. 


Approximately 725 college newspapers can and do run national advertising. 
They have a total circulation of 1,800,263, and a total rate of $575 per inch. 
A ten-inch ad, reading 1,131,002 readers, would cost $1,505.60. 


Publications can be bought singly, or in any combination desired. They can 
be selected by geographical location, type or size. And, the advertising appro- 
priation can be directed to co-ed schools, or to those with exclusively male or 
female enrollment. 


In short, tremendous flexibility is possible, so that schedules can be set 
up to fit any advertiser, distribution, or budget requirement. 


ADVERTISING RECOGNITION WEAK? 


One of the important jobs constantly facing advertising people is that of 
advertising advertising -- of clearing up the numerous misconceptions about it -- 
of selling the American public on its necessity and value in our economy. 


There is a growing trend, in many parts of the country, to hold Advertising 
Recognition Weeks as a means of explaining advertising's function. We think this 
is a step in the right direction -- but only a step. It seems to us that the job 
is so enormous, and so important, that it requires constant, year-round effort to 
have any lasting effect. 


Advertising Federation Campaign 


One association that has undertaken a really comprehensive program is the 
Advertising Federation of America. For the sixth consecutive year, the A.F.A. 
is sponsoring a Campaign for Public Understanding of Advertising. Theme of this 
year's program is "Advertising Gives You More Value for Your Money." A.F.A. copy 
stresses how advertising announces new products, helps lower prices through mass 
production, and serves as a shopping guide. 


Again this year, the nation's magazines, newspapers, radio, outdoor and trans- 
portation industries are contributing space and time to help tell advertising's 
story. Interested newspapers may still obtain mats of the campaign ads from 
A.F.A.'s office at 330 W. 42nd Street, New York 18. A set of twelve two-column 
ads are available at the cost price of $2.50. | 
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REYNOLDS CONTRACT RENEWED The R. J. Reynolds Company has renewed for another 
year its campaign on nineteen college radio stations represented by College 
Radio Corporation, One spot announcement daily, five days a week throughout 
the college broadcast year, has been ordered from each station for calendar 1955. 
Spots alternately promote Camel, Cavalier and Winston cigarettes, all products 
of the R. J. Reynolds firm. Stations included in this contract are: WAMU, 
American University; WHUS, University of Connecticut; WCHC, Holy Cross College; 
WGTB, Georgetown University; WORO, University of Maine; WMUC, University of 
Maryland; WMIT/WIRS, Massachusetts Institute of Technology; WRMU, University of 
Miami; WNDU, University of Notre Dame; KUVY, University of Oklahoma; WRUR, 
University of Rochester; WRSU, Rutgers University; KZSU, Stanford University; 
WRIC, Trinity College; KICU, Texas Christian University; KSMU, Southern 
Methodist; KAGY, South Dakota State College; WVU, Vanderbilt University; 

KUGR, Washington State College. : 


WIDR, Western Michigan College in Kalamazoo, JOINS THE LUCKY STRIKE NEWSCAST 
PROGRAM SERIES January 10th, it has been announced by Eastern States Radio 
Corporation, producers of the program series. Addition of WIDR brings the 
number of stations participating in the Lucky Strike plan to seventy-six. In 
November, WUVT, Virginia Polytechnic Institute, rejoined the series after being 
off the air for about a year. 7 . 


College Radio Corporation takes pleasure in announcing the appointment of Mr. 
Philip D. Knowles as Operations Manager, effective December 27th, 1954. Mr. 

Knowles, a graduate of Amherst College, was active with the Amherst College 

Radio Station, WAMF, in his uncergraduate days. As Operations Manager, 

Mr. Knowles will assume the station-relations and associated administrative 

duties which have been the responsibility of Mr. Robert R. Vance, Jr. during 

the past two years. Mr, Vance has been named Sales Manager. 


The RCA UNIVERSITY LIBRARY PROGRAM SERIES has been discontinued as of December 
3lst, 1954, principally due to increasing difficulties in securing suitable 
records, A new effort is being made to find a sponsor for a classical music 


program, so that some revised form of record service may continue to be made 
available to stations, , 


A new questionnaire related to the CAREER HOUR programs has been distributed 

to all stations currently carrying this program series, Please cooperate by 
filling this out and returning it to College Radio Corporation promptly. Space 
is provided on the questionnaire for stations' comments on this program series 
in general, and we look forward to a frank appraisal by all stations on the 
value of the series to date. The first year is definitely on a test basis, and 
participating stations may be assured of higher volume in 1955-6, 


Satisfaction on the part of individual college placement offices is most 
essential to promotion of sales for next year for every CAREER HOUR station. 

Be sure your. Placement Officer knows about the programs. Invite him to visit 
the station’to find out first-hand what it's all about, and encourage him to. 
provide you with general announcements about the activities and services of his 
office for inclusion (without charge) within the regular CAREER HOUR programs, 


If your station does not have the CAREER HOUR programs this year = but is 
interested in the series for 1955-6 = be sure your placement office knows about 
your station, and about the CAREER HOUR program and what it is. In a convention 
of College Placement Officers last fall, a surprising number were uncertain 
whether their school had a campus radio station. Promote yourself: Invite the 
Placement Officer down to see your studios, and to talk about how the CAREER 
HOUR programs make it possible for American business firms to advise college 
seniors of particular job opportunities. Remind the Placement Officer that the 
program series is designed to supplement the job done by his office. If you 
want further detailed information about any aspect of the program, write to 
College Radio Corporation, 


PROMPT RETURN OF MONTHLY AFFIDAVITS IS AN ABSOLUTE MUST for every station 
desiring to continue carrying national advertising. Some stations are slipping 
in this important responsibility. Sponsors insist on prompt reporting of 
broadcasts done, and stations who are late in returning affidavits make it 
harder on all other stations in a given contract by jeopardizing sponsor 
satisfaction and actually making renewal more difficult, — 

Because a few stations are repeatedly failing to cooperate with prompt return 

of affidavits, we are trying a new system we hope will operate equitably for all 
Stations and accomplish greater efficiency. On or about the lst of each month, 
College Radio Corporation will mail affidavit forms for the previous calendar 
month to all stations. If the completed affidavit is not received by us by the 
1lOth, we will mail a reminder to each delinquent station. If the report is not 
received by us by the 20th, we will telephone or telegraph tardy stations, 

but will deduct costs of such communications from the particular station's 
remittance, Shag ee 


(Str Siar emetieee omer orem See 


We can't overemphasize how seriously sponsors view late affidavits and how 
difficult it is for us to keep advertisers happy with their college radio 
campaigns when their reports are not in on time. . Please do your part - 
submit affidavits promptly. It takes just a few minutes of your time, and it 
may make the difference between getting a renewal and losing the account! 
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Sales Office — 545 Fifth Avenue, New York 17, N.Y. + Telephone MUrray Hill 7-6865 
October lst, 1954 
University Library Program Series will be continued on all 
Stations participating last year who wish to carry these programs 
again this semester. The first monthly shipment will be sent out » 
during October. Contracts for this series extending arrangements 
through 1954-5 will be distributed to stations in about three weeks. 
If your station participated last year but for any reason does not 
desire to participate this year, please do not accept the first 
monthly record shipment when it arrives =~ have it returned to the 
factory. 
. This year, as last, stations will be asked to program 
classical or semi-classical an hour daily, five days a week, 
featuring RCA records exclusively, with label credits to RCA Victor. 
The November shipment will be selected in part from the 
following list. In order to introduce an element of selectivity 
into the choice of records, stations are requested to write in, on a 
postal card, their rating of the following numbers. The three 
selections receiving the most top ratings will be included in the 


i) November Shipment to all Stations, 


ie Peter and the Wolf 


* Sorcerer's Apprentice Boston Pops Orchestra | 


2. Brahms Symphony #3 | Toscanini 

3. Elisir d'Amore English Cast (opera) 

4. Beethoven Fidelo (compiete) Toscanini | 

5. Sigmund Romberg | Deep in My Heart Dear 

6, Gotterdamerung selection Eurstwangler 
Tristan and Isolde | selection 

7, Bartok-Violin Concerto Furstwangler 


The PLAY-BY-PLAY SPORTS series has not been sold, due in part to 

the scattered returns received in answer to our solicitation for 
availabilities (many stations had already sold their sports locally). 
Accordingly, we have advised national prospects that these games 

are no longer available, as stations are presumed to be selling 

them locally. We regret that we were not able to sign an advertiser 
for the play-by-play events, but trust you will not have too much 
trouble making local sales on this particular item. Our thanks to 
all stations who furnished availabilities promptly and reserved them: 
for our sale until September 27th. 


The NEW YORK TELEPHONE COMPANY has resumed its college radio 
campaign again this fall, expanding its coverage to include 

every campus radio station within New York State (except the 
University of Rochester, which is not in company territory). The 
schedule has also been expanded from two announcements a week 
(last year) to five announcements a week on some stations and 

six spots a week on others. The new campaign is part of a state=- 
wide promotion of toll facilities, and will continue on this theme 
through December. 


The New York State and Pennsylvania State Democratic Committees have 
respectively purchased facilities of New York State and Pennsylvania 
State college stations. The New York State schedule hag not been 
finalized ag yet, but the Pennsylvania schedule includes 5 15-minute 
programs and 20 l=minute announcements on all available Pennsylvania 
Stations, If yours is one of these stations, please be careful to 
air the announcements and programs exactly at the times and dates 
ordered. And, it would be very helpful if you would prepare and 

post a promotional flyer calling students! attention to the broadcast 
time of the programs. 


The fall cigarette preference survey will be distributed in a few 
days to all stations carrying cigarette advertising. The survey 
must be conducted during the week of October 1th; it cannot be 
postponede Please alert your staff ta be ready to perform this 
brief, simple survey during that weeke A sampling of 34% of your 
campus enrollment (but not less than 100) is called for, Results 
will be used in solicitation of all national advertising including, 
but not limited to, all brands of cigarettes. We will not ask. you 

to do any other survey until this one is repeated in mid-Spring, so 
please cooperate with us by doing the survey on schedule and getting 
us the results promptly. It can make all the difference in the world 
in the amount of new national advertising we are able to provide yous 
By the way, if your station has not yet returned the "calendar sheet" 
(showing the dates during 1954-5 your station will be on the air), 

or the program schedule sheets (ome for every broadcasting day of the 
week listing your daily program schedule), please get these ta us 
immediately, We cannot represent your station intelligently or 
effectively without theme If you're late with these forms or with 
the survey, and miss out on national accounts, DON'T BLAME US, 


We need these items to sell your station. 
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COLLEGE RADIO CORPORATION Main Office — Box 1982, Columbus 16, Ohio . Telephone Worthington 2-5394 
Sales Office — 545 Fifth Avenue, New York 17, N. Y. * Telephone MUrray Hill 7-6865 


CAREER HOUR PROGRAMS BEGUN ON 40 STATIONS The 1954-5 "Career Hour" program 
series has begun on 40 college radio stations this month. Advertisers 
Signed to date include North American Aviation, American Airlines, 
Chance=Vought Aircraft, Burroughs Corporation, and Anglo California Bank, 
with Worthington Corporation and Dun and Bradstreet expected to follow 
Shortly. Each participating advertiser's campaign will extend through 

the full 26 weeks of the college broadcast vear, 


Stations carrying the "Career Hour" programs are: 


WABP University of Alabama WOEC . Oberlin College 
WAMU American University KYRO Oklahoma A & M College 
KASC Arizona State College WRPI Rensselaer Polytechnic Inst, 
KYBS Baylor University WRSU Rutgers University 
WBMC Bryn Mawr College KBIL St, Louis University 
WKCR Columbia University WRIU University of Rhode Island 
WRCT Carnegie Inst. of Tech. WRUR University of Rochester 

OD WNTC Clarkson College KAGY South Dakota State College 
WHUS University of Connecticut KSMU Southern Methodist University 
KVDU University of Denver KZSU Stanford Uriversity 
WDBS Duke University WSRN Swarthmore College 
WJHU Johns Hopkins University KTCU Texas Christian University 
KUOI University of Idaho KTTC Texas Technological College 
WPGU University of Illinois WRUC Union College 
WORO University of Maine WVU Vanderbilt University 
WMUC University of Maryland WVIL Villanova College 
WIRS Mass. Inst. of Tech. WRUV University of Vermont 
WCBN University of Michigan WUVT Virginia Polytechnic Inst. 
WRMU Miami University KUGR Washington State College 
WVWP North Carolina State College WETN Wheaton College 


NEW YORK DEMOCRACTIC STATE COMMITTEE campaign has been extended to include 

15-minute weekly programs as well as daily spot announcements on New York 

State stations. Stations in Pennsylvania have been carrying programs since 

September 30th and daily spot announcements in addition since October 5th. 

Participating stations in New York State ares WABS, Adelphi College; 

WNTC, Clarkson College; WRCU, Colgate University; WKCR, Columbia University; 

WEOS, Hobart and William Smith Colleges; WGCV, New York State Teachers 

Colleges; WNYU, New York University; WRPI, Renssalaer Polytechnic Institute; 

WRUR, University of Rochester; WOFM, St. Bonaventure College; KSLU, 

St. Lawrence University; and WRUC, Union College. Participating stations 
re) in Pennsylvania are: WVBU, Bucknell University; WRCT, Carnegie Institute of 

' Technology; WHRC, Haverford College; WJRH, Lafayette College; WLRN, Lehigh 
University; WSVC, St, Vincent Colleges; WRII, Temple University; and 
WVIL, Villanova College, 
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COLLEGE RADIO CORPORATION Sales Officei— 545 Fifth Avenue, New. York 17,N.Y. * "Telephone MUray Hl 7-6865 
i | November 2, 1954 
Qld Gold Buys "Dream Date" Frogram on Eleven College Stations 


P. Lorillard and Company, on. behalf of Old Gold Filter King Cigarettes, has 
purchased a package novelty program called "Dream Date" on eleven campus radio 
stations. These programs, offered for sale by College Radio Corporation, are 
similar to the "Lonesome Gai" series of a few years ago, and feature a girl disc 
jockey and "mood music", Beginning November 15th, each of the following stations 
will carry a fifteen-minute "Dream Date" program daily, Mondays through Fridays: 
WBOA, Bowdoin; WBRU, Brown; WD8S, Dartmouth; WHRB, Harvard; WIRS, Massachusetts 
Institute of Téchiiolooys WKPN, University of Pennsyivanias WRTI, "Temple; WVIL, 
Villanova; WMS, Williams; WYBC, Yale. 


Production of the programs will be effected through distribution. to each station 
of disc transcriptions carrying the disc jockey's ccpy. Sections from the 
transcriptions will be intermixed, according to formats also to be provided, with 
musical selections from the individual station's library. 


1954 Fall Colleae Radio Survey 


1954 Fall College Radio Survey reports are due from the following schools. If 
your station is among those listed, please get your notarized report in the mail 
to us IMMEDIATELY, It will take only a few minutes of your time, and will help 


CRC immeasurabiy to sell your station effectively, 


Arizona State Mississippi University Southern University 
Bowdoin New York University Southern Methodist: 
Colgate Oklahoma A & M Temple 

Johns Hopkins Portland University Texas Tech 
Lafayette Radcliffe Tufts 

Macalester Rutgers Union 

Maine St. Lawrence Univ. of Vermont 
Maryland St. Louis Univ. of Virginia 
Miami Univ. of South Carolina Williams 


South Dakota State 
1954-55 "Best Newscast" Contest 


Again in 1954-55, all radio stations carrying Lucky Strike news programs (except 
Ivy Network stations) are invited to participate in the "Best Newscast" contest. 
Each station entering the competition will be asked to submit one newscast taped 
off the air (at 74 i.p.s.) during November, February, and April. (A replacement 
tape is sent each station for each contest tape sent in, but the actual programs 
® submitted will not be returned.) The three programs provided by each station 
will be judged on the basis of 1) Production - including analysis of whether 
proper commercials were used ( your entry must be dated)s how smoothly transcribed 
and live portions are worked together; whether transcriptions are unreasonably 


worn or scratchy, or do not reproduce well. 2) Delivery = the newscaster's 
overall technique and appeal. 3) Station Cooperativeness - with respect to 
promptness of return of the weekly certificates of broadcast, the monthly 
program affidavits, and survey results. 


Prizes this year are as follows:First award, $250.00. Each of the next six 
awards, any one of the following: 1) RCA 44 bx microphone; 2) library of 50 LP 
classical music selections of the winner's choice = = on either RCA or Columbia 
records; 3) annual subscription to Columbia records popular music record service. 
Prizes in previous years have included a Magnacord Tape Recorder, Transcription 
turntables, microphones, and miscellaneous cash awards, Winners of the 1953-4 
contest will be announced in our December newsletter. 


If you want to enter the 1954-5 contest, send a newscast taped off the air 
(at 74 i.p.s.) during November to College Radio Corporation, 14 West 45th Street, 
New York, 36, New York, 


WUVT Rejoins Lucky Strike Newscast Plan WUVT, at Virginia Polytechnic Institute, 
returned to the air some weeks ago after undergoing extensive engineering 
modifications, The American Tobacco Company is resuming sponsorship of Lucky 
Strike news and sports programs on WUVT effective November 7th. 


© 


May 12th, 1954 


LUCKY STRIKE BRAND PREFERENCE SURVEY 


In April the second cigarette brand preference and Luckies program 
listenership survey of the 1953-4 year was distributed to all stations carrying 
Lucky Strike programs. Reports from this survey will very definitely influence 
the American Tobacco Company in its selection of program plans for the 19545 
broadcast year, so it is important that every station have its results in the 
mail to College Radio Corporation by the May 15th deadline. There are several 
more applicants than available places in next year's program series, so be sure 
your report is on time. The survey is actually an easy one to take, and should 
not require more than a few hours' work by a few members of your staff. 

Your special attention is called to the fact that the sponsor has re- 
quested that your survey sample ten percent of the campus enrollment, and not ten 
percent of the number of students living in the signal area of your station, if 
that number is smaller. In conducting the survey, do not favor resident students 
to the exclusion of interviewing non-resident students. 

Next year, an additional question is contemplated for this survey: "Do 
you live on the campus or off the campus?" Answers to this question will be used 
as an index to listenership potential among non-resident students. 


COVERAGE FIGURES SOLICITED All stations have been sent or will be sent this week 
a postal card questionaire asking for latest figures on the number of students 
living within the station signal area, and for the summer address of the station 
manager. When your station receives this questionaire, please see that it is 
filled in and returned to us promptly, so that our coverage figures, currently 
under revision, may be compiled without delay. A breakdown of men and women 
student figures is requested, as this information is frequently desired by ad- 
vertising agencies. 

Be sure to indicate on the card the home or summer address of the station 
manager or other officer, so that we may contact you during the vacation period 
if necessarye 


The LUCKIES BEST NEWSCAST CONTEST entries will be judged during June. Late entries 
for the third and last program will be accepted if postmarked by midnight, May 
15th, 1954. Winners will be notified by mail, and a list of winners will ° 

appear in a Sales Newsletter subsequent to the judging. 

While no programs are returned to any station, the tapes upon which pro- 
gram entries are submitted are replaced upon receipt of the entry. If your station 
has failed to receive a replacement for any program sent in, please advise us of 
this fact before June lst, 1954. 

The quality of production of this year's contest entries is generally 
superior to last year's, showing definite improvement in newscast delivery and 
in over-all handling of programs. 


Grom COLLEGE RADIO CORPORATION @ NATIONAL ADVERTISING SALES REPRESENTATIVES & PACKAGE PROGRAM PRODUCERS 


AIR FORCE SPOT PROMOTIONAL REPORTS are solicited from each station asked to partie- 
cipate in this campaign. Won't you please send us a run-down on what you did for 
the Air Force with respect to use of the spot announcements (show the date and 
time of broadcast of each), placement of promotional posters (list the spots 
where the posters were put), and interview of the recruiting team, if that was 
-accomplished. We'll be glad to have your report just as soon as convenient for 
you to submit it, so we can resume our efforts to sell time to the Air Force 

for next fall. Report forms were provided to all stations for listing broadcast 
of spots and placement of posters; in addition, please give us a short note on 
your letterhead covering the points of the sample letter distributed about ten 
days ago. We'll appreciate your helps’ 


A FEW STATIONS have failed to return to us the program sheets listing the daily 
broadcast schedule and availabilities. If your station is one of these, please 
provide us with that information, as it is very difficult to sell spots without 
it. If any significant changes in schedule have been approved since the last 
schedule was sent us (if yours has already been sent), please be sure we are up 
to date on those changes. Additional schedule forms are always available on re 
queste 


OVER THE SUMMER please be certain your RCA University Library records are well 
protected, if yours is one of the stations participating in that series. Last 
summer an entire library was stolen from one station. A charge must be made for 
replacements, so be sure yours are under lock and keys 


PLEASE COOPERATE WITH US to the extent of not providing free promotion for any 
cigarette company not also buying time who may offer you cartons of cigarettes 
for use aS give-away items in exchange for mentions of the brand on the air. 
The Philip Morris company in particular is active at present in an attempt to 
set up such arrangements with a number of campus stations. It is impossible for 
us to attempt successfully to sell programs on your station to an advertiser who 
is already getting free promotion on the air.(The Air Force account is the single 
exception to this rule, because its campaign is based in part on the gratis time 
furnished by networks and commercial radio stations). Please do not accept offers 
from any cigarette company to accept cigarettes in return for promoting the 
brand name on one of your programs. To enter into such deals will result in in- 
creasing difficulty to interest these potential advertisers in buying your 
facilities. Free cartons of Lucky Strike cigarettes have always been available to 
every Luckies series station for use as give-aways, and will continue to be 
available. Luckies is the paying cigarette sponsor; use Luckies for your give- 
aways, and suggest to other cigarette companies who have not bought time that 
you will be happy to use their products as give-aways if they, too, will purchase 
air time. In line with this policy, naturally we have no objection to use of 
Camels aS give-aways on stations carrying paid Camels advertising. 

Every station can contribute materially to the efforts we are 
making to sell pregrams to additional cigarette companies by adopting the policy 
recommended above. 


STATION STAFF MEMBERS from any station who may pass through New York City during 
the summer vacation are cordially invited to stop by our offices at 14 West 45th 
Street, New York. We have had the pleasure this year of meeting a substantial 
number of station personnel in this way, and look forward to new opportunities 
to become better acquainted. Come by and see us when you're in town$ 


